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Salah satu merek fashion baju terkenal di dunia adalah Polo.Tak heran 
banyak masyarakat khususnya di kalangan mahasiswa atau mahasiswi yang 
memiliki lebih dari 1 baju polo dengan macam-macam warna kesukaan diri mereka. 
Sehingga penelitian ini memiliki tujuan untuk meneliti pengaruh Perceived Quality, 
Brand Personality terhadap Perceived Value dan dampaknya terhadap Brand 
Loyalty dari Produk FashionPolo di Surabaya 
Teknik analisis yang digunakan dalam pengambilan sampel pada penelitian 
ini adalah non probability sampling dengan carapurposive sampling. Sampel yang 
digunakan sebesar 100 responden yaitu Konsumen Produk Polo di Surabaya. 
Teknik analisis data yang digunakan adalah Structural Equations Modeling 
(SEM)dengan menggunakan program AMOS. 
Hasil dari penelitian ini membuktikan bahwa Perceived quality berpengaruh 
positif dan signifikan terhadap Perceived Value. Brand Personality berpengaruh 
positif dan signifikan terhadap Perceived Value. Perceived quality berpengaruh 
positif dan signifikan terhadap brand loyalty. Brand Personality berpengaruh 
positif dan signifikan terhadap brand loyalty. Perceived Value berpengaruh positif 
dan signifikan terhadap brand loyalty. 
 






THE EFFECT OF PERCEIVED QUALITY, BRAND PERSONALITY ON 
PERCEIVED VALUE AND ITS IMPACT ON 
BRAND LOYALTY OF PRODUCTS 




 One of the famous clothing fashion brands in the world is Polo. No 
wonder many people, especially among college students or students who have more 
than 1 polo shirt with a variety of colors they like themselves. So this research has 
the aim to examine the effect of Perceived Quality, Brand Personality on Perceived 
Value and its impact on Brand Loyalty from Fashion Polo Products in Surabaya 
 The analysis technique used in sampling in this study is non-probability 
sampling by purposive sampling. The sample used was 100 respondents, namely 
Polo Product Consumers in Surabaya. The data analysis technique used is Structural 
Equations Modeling (SEM) using the AMOS program. 
 The results of this study prove that Perceived quality has a positive and 
significant effect on Perceived Value. Brand Personality has a positive and 
significant effect on perceived value. Perceived quality has a positive and 
significant effect on brand loyalty. Brand Personality has a positive and significant 
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